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This is a follow-ƵƉƚŽ “,ŽǁƌĂŶĚƐ'ƌŽǁ ?ďǇǇƌŽŶ^ŚĂƌƉƉƵďůŝƐŚĞĚŝŶ ?  ? ? ?/ƌĞǀŝĞǁĞĚƚŚĂƚďŽŽŬĨŽƌ
IJMR at the time and was interested to see how this new book built on the marketing 
science/research work reported on book one. Similar to the first book, it attempts to challenge the 
reader to recognise the fundamental errors in contemporary marketing thought. It also uses 
empirical data collected over the years by the Ehrenberg-Bass Institute, from a wide cross-section of 
industries and countries, to critique the fundamentals of buying behaviour and brand performance 
and attempts to demonstrate how some of the key concepts can be applied. The authors claim that 
the book is aimed at two markets: readers of the first book who want to learn more and marketers 
operating in emerging markets, services, e-commerce and luxury markets.  
/ƚƐƚĂƌƚƐďǇƌĞǀŝƐŝƚŝŶŐƚŚĞ ‘ŽƵďůĞ:ĞŽƉĂƌĚǇ>Ăǁ ?ĨƌŽŵƚŚĞĨŝƌƐƚďŽŽŬǁŚŝĐŚƐƚĂƚĞƐƚŚĂƚďƌĂŶĚůŽǇĂůƚǇŝƐ
directly related to market share- as market share goes up, loyalty goes up. This book emphasises 
that this is the case for all markets and products/ services, so brands should be focusing on customer 
acquisition rather than spending time on retention activities aimed at defecting customers. There is 
also a repeat of the argument that companies should place more emphasis on light occasional brand 
buyers, rather than heavy buyers, if they are to sustain or grow market share, as they say this group 
ŵĂŬĞƐƵƉƚŚĞŵĂũŽƌŝƚǇŽĨĂůůƉƵƌĐŚĂƐĞƐ ?^ŽďǇƚŚĞĞŶĚŽĨĐŚĂƉƚĞƌƚŚƌĞĞ ?/ǁĂƐŶ ?ƚƚŽƚĂůůǇƐƵƌĞǁŚĂƚƚŚĞ
added value of this book was over the original one.  
,ŽǁĞǀĞƌ ?ƚŚĞĨŽůůŽǁŝŶŐƚǁŽĐŚĂƉƚĞƌƐŽŶ “ƵŝůĚŝŶŐDĞŶƚĂůǀĂŝůĂďŝůŝƚǇ “ĂŶĚ “>ĞǀĞƌĂŐŝŶŐŝƐƚŝŶĐƚŝǀĞ
ƐƐĞƚƐ ?ĂƌĞƉƌŽďĂďůǇƚŚĞŵŽƐƚǀĂůƵĂďůĞŝŶƚŚĞǁŚŽůĞďŽŽŬ ?dŚĞĂƵƚŚŽƌƐŝŶƚƌŽĚƵĐĞƚŚĞĐƵĞƐƚŚĂƚ
buyers use to think of options to buy. Many of these are not new such as purchase 
situations/contexts, core benefits, country of origin but the chapter reminds the reader that 
consumers do not just have on consideration set when purchasing items but take account of many 
different context-ƐƉĞĐŝĨŝĐĞǀŽŬĞĚƐĞƚƐ ?ĞŝŶŐĂǁĂƌĞŽĨƚŚŝƐĞŶĂďůĞƐĂďƌĂŶĚƚŽĚĞǀĞůŽƉ “ĂĚŝƐƚŝŶĐƚŝǀĞ
asset palette that can be used across media, in different ways to create a consistent neurologically 
ƌŝĐŚƐĞƚŽĨďƌĂŶĚŝŶŐŽƉƚŝŽŶƐ ? 
Following this chapter, there is a pretty basic chapter on reach and media selection, which may be 
ďĞŶĞĨŝĐŝĂůĨŽƌƐŽŵĞŽŶĞŶĞǁƚŽŵĞĚŝĂƉůĂŶŶŝŶŐďƵƚŝƚĚŽĞƐŶ ?ƚƌĞĂůůǇŝŶƚƌŽĚƵĐĞĂŶǇƚŚŝŶŐŶĞǁŽƌ
ŝŶŶŽǀĂƚŝǀĞ ?dŚĞƐĂŵĞĐŽƵůĚďĞƐĂŝĚĂďŽƵƚƚŚĞŶĞǆƚĐŚĂƉƚĞƌŽŶ “ǁŽƌĚŽĨŵŽƵƚŚ ?ǁŚŝĐŚseems to a 
ǀĞƌǇƐƵƉĞƌĨŝĐŝĂůĂŶĚƐŽŵĞǁŚĂƚĚĂƚĞĚǀŝĞǁŽĨǁŽƌĚŽĨŵŽƵƚŚ ?/ƚĚŽĞƐŶ ?ƚƌĞĂůůǇŐĞƚƚŽŐƌŝƉƐǁŝƚŚŽŶůŝŶĞ
review sites and electronic word of mouth. Many small boutique hotels have been able to compete 
directly with the big hotel chains simply through positive word of mouth on travel review sites.  The 
chapter seems to concentrate more on offline purchases and word of mouth rather than the 
significant impact of electronic word of mouth on online purchases or bookings.  
There is a chapter on building physical availability which emphasises a multi- channel approach with 
ĂŶĞŵƉŚĂƐŝƐŽŶ “ƉƌĞƐĞŶĐĞ ?ƌĞůĞǀĂŶĐĞĂŶĚƉƌŽŵŝŶĞŶĐĞ ? ?dŚŝƐŝƐĨŽůůŽǁĞĚďǇĂĐŚĂƉƚĞƌŽŶŽŶůŝŶĞ
shopping which highlights some key points for brands selling through this channel. Neither of these 
ŝŶƚƌŽĚƵĐĞŵƵĐŚƚŚĂƚŝƐŶĞǁŽƌĐŽŶƚƌŽǀĞƌƐŝĂů ?dŚĞĨŝŶĂůƚǁŽĐŚĂƉƚĞƌƐƌĞŝƚĞƌĂƚĞƚŚĞ “ŽƵďůĞ:ĞŽƉĂƌĚǇ
>Ăǁ ?ĂŶĚƐŽŵĞŽĨƚŚĞĞĂƌůŝĞƌĐŽŶĐĞƉƚƐŽĨƚŚĞďŽŽŬŝŶƚŽƚǁŽŽƚŚĞƌĐŽŶƚĞǆƚƐ ?ƚŚĞĨŝƌƐƚďĞŝŶŐĨŽƌƚŽƚĂůůǇ
new brands and the second being for luxury brands.  The new brands chapter reemphasises the well- 
known fact that new brand launches are risky but is relatively limited in its practical advice as to how 
to limit that risk. The conclusions of the luxury chapter are also rather obvious, for example that it 
ƚĂŬĞƐƚŝŵĞƚŽďƵŝůĚĂƌĞƉƵƚĂƚŝŽŶĨŽƌĞǆƚƌĞŵĞƋƵĂůŝƚǇ ?/ƚŵŝŐŚƚďĞďĞƚƚĞƌƌĞĂĚŝŶŐ “DĞƚĂ-Luxury: Brands 
ĂŶĚƚŚĞƵůƚƵƌĞŽĨǆĐĞůůĞŶĐĞ ?ďǇDĂŶĨƌĞĚŝZŝĐĐĂĂŶĚZĞďĞĐĂZŽďŝŶƐ ?ŝĨǇŽƵƌĞĂůůǇǁĂŶƚƚŽ
understand luxury brands.  
So overall, the book is a mixed bag, it has a couple of good chapters on building mental availability 
ĂŶĚůĞǀĞƌĂŐŝŶŐĚŝƐƚŝŶĐƚŝǀĞĂƐƐĞƚƐ ?ďƵƚĂƐǁŝƚŚĂůůƐĞƋƵĞůƐ ?ŝƚĚŽĞƐŶ ?ƚƋƵŝƚĞůŝǀĞƵƉƚŽƚŚĞĨŝƌƐƚďŽŽŬ ?/
also feel that if it is aimed at attracting readers in the services, e-commerce and luxury markets, that 
these readers will feel short-changed. However, if you enjoyed the first book and want more of the 
same mental stimulation, then it give it a go.   
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